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Introduction 
Narrative of the Colorado Rockies 

Given the stunning nature of Colorado’s Coors Field and an optimal downtown location, 
the value proposition of Rockies baseball drastically differs from other prominent Major League 
Baseball (MLB) clubs, as well as Denver metro area professional sports teams. However, as a 
1993 expansion franchise, the Rockies do not have the same lengthy club history as other Denver 
professional franchises to alleviate negative fan sentiment in periods of downturn. Additionally, 
frugal ownership practices have contributed to declining on-field performance. Accentuated by 
the 2024 Rockies’ pre-season playoff chances falling below .1% (90% confidence), local media 
outlets have clamored for owner Dick Monfort to sell the franchise (Kiszla, 2023). Yet, the 
Rockies have managed impressive attendance numbers. Median attendance for Colorado 
baseball in non-playoff seasons since inauguration ranks 6th in the National League (NL) 
(Baseball Reference, 2024). Furthermore, a regression analysis of attendance influences for the 
Colorado Rockies found no statistically significant correlation between attendance figures and 
team performance (measured by regular season win percentage). The 2007 NL Champion 
Rockies, which experienced the 3rd worst average home game attendance in franchise history, 
illustrate the reduced importance of team performance on ticket sales historically for Colorado 
(Baseball Reference, 2024). 

Despite attendance numbers acting largely irrespective of team performance, historical 
ticket sales performance for the Rockies closely follows the “honeymoon effect” (Weaver and 
Harden, 2015). The honeymoon effect explains the general population’s propensity to become 
progressively disinterested in attending games after initial seasons before ticket sales start to 


plateau. Weaver and Harden (2015) attributed the honeymoon effect to declining ticket sales; 
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however, they stated that “Coors Field, and the surrounding area, does not seem to have a 
negative effect on Rockies’ attendance” (para. 37). Attendance numbers have dwindled as the 
novelty of the Rockies game experience has worn, but the attractiveness of Coors Field and the 
surrounding urban area remains legitimate. Thus, the challenge for the baseball club ultimately 
concerns elevating the general population’s perception of the fan experience. Enter social media. 
Problem Statement 

In the digital age, social media is made up of many platforms that are crucial for sports 
teams to engage their fans, promote their team, and maximize ticket sales. For professional 
baseball teams, including the Colorado Rockies, social media is a necessary tool to develop and 
maintain their fanbase, fan interest, and potentially increase revenue through online ticket sales. 
The Colorado Rockies are looking to optimize their social media platforms through effective 
content and campaigns to increase ticket sales. 
Purpose Statement 

The purpose of this research is to assess the impact of social media on ticket sales for the 
Colorado Rockies, identifying the most effective social media campaigns, platforms, and content 
for high sales conversion and engagement rates. By examining various components of social 
media and its impact on sports teams, more specifically MLB teams, this project aims to provide 
research and recommendations for the Colorado Rockies to improve their social media practices. 
These practices include what platforms to invest time and money into and what types of content 
and campaigns are most effective toward their fan and consumer base. This report will delve into 
the best social media practices of the MLB and how the Colorado Rockies can implement these 


strategies to increase their online fan engagement and thus maximize ticket sales. 
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Research Questions 
Central RQ1: How can social media be used to increase ticket sales for the Colorado 
Rockies? 
Sub RQ1: How are different social media practices being utilized effectively by 
baseball teams? 
Sub RQ2?: In what ways are baseball teams successfully utilizing various ticket 
sales strategies? 


Sub RQ3: How is social media effectively generating ticket sales across baseball? 
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Literature Review 


In the following sections, we will explore the diverse impact of social media, focusing on 
its role in the sports industry and its specific effects on baseball. We will then examine the 
complexities of ticket sales in sports, and how these strategies are uniquely applied within 
baseball. In exploring the diverse impact of social media, particularly within the sports industry 
and its specific effects on baseball, it is evident that platforms such as Facebook, Instagram, and 
TikTok have revolutionized how teams engage with fans and market their events. 

Social Media 

Social media is a growing and evolving method of communication and connection 
between people worldwide (The Economic Times, 2024). As of 2024, social media usage has 
increased by over 79% since 2017. In the United States, 239 million people, about 70.1% of the 
population, actively use social media (Kemp, 2024). 

Social media has emerged as one of the preferred methods not only for communication 
but also for receiving information and fostering a community (Khoros, 2024). With this growth 
and the billions of users, social media has developed into a tool and resource for brands, 
organizations, and companies to expand their reach through communication and marketing 
strategies (Khoros, 2024). With this in mind, there are a multitude of social media platforms for 
these organizations to utilize to continue to increase their exposure across different 
demographics. 

Meta platforms, including Facebook and Instagram, are among the largest and most 
popular platforms in the world (Dixon, 2024a). As of 2023, Facebook has over three billion 
monthly users, and that number continues to grow (Dixon, 2024b). Fifty-one percent of 
Facebook's users are between the ages of 18 and 34 years old making it the largest demographic 


on the platform (Khoros, 2024). Comparably, Instagram has over two billion monthly users as of 
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early 2024 (Dixon, 2024a). Roughly 61% of Instagram's users are between the ages of 18 and 34 


years old (Khoros, 2024). Outside of Meta platforms, TikTok is a relatively new and increasingly 
popular social media platform. Since its emergence in 2016, TikTok has amassed over 656 
million users across the globe (Ceci, 2023). Similar to Instagram, around 70% of TikTok users 
are between the ages of 18 and 34 years old. Regarding gender demographics, men use 
Facebook, Instagram, and TikTok two to 13% more than female users (Khoros, 2024). 

The continued growth and adaption of social media have had a considerable impact on 
how people communicate, get their information, and how brands market themselves to their 
audiences. Platforms such as Facebook, Instagram, and TikTok continue to foster a sense of 
community and facilitate interactions between individuals, businesses, and organizations (Dixon, 
2024a). One sphere in which social media is increasingly important is professional sports (Nisar 
et al., 2018). 

Social Media in Sports 

Bunch et al. (2023) categorized social media activity within the contemporary sports 
landscape into either product-related or non-product-related content. In the context of the sports 
industry, product-related content includes illuminating individual or team success, whereas 
non-product-related content refers to off-field brand attributes. A study of English football social 
media practices conducted by Parganas et al. (2015) found product-related content to be 
statistically superior in performance metrics such as engagement rate. Product-related content, 
meaning content centered around the individual player or team activity was found to be more 
than 200% more effective in terms of fan engagement than other social media posts; this 
discrepancy rises to 283.21% in on-season periods. 

In addition to performance-driven content, professional sports teams that go beyond 


traditional social media practices are more likely to experience significant increases in content 
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engagement. Traditional media marketing practices are informationally-centered, and are 
suboptimal in both communication flow cultivation and engagement rates (Armstrong et al., 
2014). Examples of such posts promote game scores and logistical details, and while 
informative, often fail to leverage the dynamic communication potential of social media. Content 
rooted in provocation, comedy, or other modern engagement tactics renders significantly higher 
interaction and invites dynamic communication between the brand and the consumer (Armstrong 
et al., 2014). 

Campaigns and paid advertising activities are similar in engagement dynamics, as brands 
see a significant increase in fan interactions for social media promotional content that avoids 
merely extending traditional media marketing practices (Mohammadkazemi, 2018). The most 
effective professional sports team campaigns leverage the unique communication flow that social 
media affords to maximize engagement within the medium (Holland, 2015). Regarding optimal 
platform usage, Facebook and Instagram were found to be the most effective vehicles for social 
media campaigns and advertising success among sports teams. This is attributed to larger 
consumer bases, frequent athlete activity, and stronger engagement figures (Matteo et al., 2021). 

Two U.S. professional sports franchises, the National Football League’s (NFL) Los 
Angeles Chargers and the National Hockey League’s (NHL) Los Angeles Kings, particularly 
take advantage of the differentiating capabilities that social media affords their brands. In 
relation to team performance, inherent fan engagement, and overall brand valuation, neither 
franchise possesses a competitive advantage over other teams in their respective leagues and is 
outclassed by other teams within the Los Angeles market (Shaikin, 2021). However, 
unconventional practices have catapulted the Chargers and the Kings into the upper echelon of 


sports team social media engagement. 
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The Chargers, a self-proclaimed meme page in their Instagram biography, have expertly 
positioned themselves as a must-follow for Gen-Z and Millennial demographics. They have 
garnered some of the most impressive social media engagement rates in the NFL through 
exclusively player-oriented content and their “irreverent” tone across Meta and TikTok; 
platforms that attract younger-leaning demographics (Voth, 2023, para. 11). In May of 2024, the 
Chargers executed their schedule release video in Electronic Arts’ The Sims, exemplifying the 
unserious nature of their social media brand that has brought them tremendous success (Gharib, 
2024). Despite middling performance and a historical brand identity marred by relocation and 
local consumer apathy, the Chargers rank 2nd and 3rd, respectively, on Twitter and YouTube 
regarding engagement metrics amongst NFL teams (Voth, 2023). Voth also documented 
successes on Meta platforms in reaching Gen-Z consumers through a collaborative effort with 
Sean Evans and Hot Ones. Through this partnership fans can experience Chargers stars, such as 
Justin Herbert and Derwin James Jr., trying an assortment of intensely spicy chicken wings 
through a comedic lens. When it comes to resonating with target audiences, the Los Angeles 
Chargers are leveraging social media capabilities superbly through a blend of humor and 
player-oriented approaches. 

Similarly, the Los Angeles Kings were pioneers in detaching from conventional social 
media communication practices, utilizing their social media voice as a means for humanizing 
their brand image (Armstrong et al., 2014). The Kings notoriously take advantage of the active 
social media fan, described as those likely to substantially and consistently engage, through 
provocative posts that leverage innate human tendencies to interact with content that invites 
conversation or controversy. Consequently, the Kings received praise for their groundbreaking 
engagement practices, including “Most Engaged Fans” at the 2013 Social Media Icon Awards 


(Armstrong et al., 2014). Social media usage by the Kings and Chargers affirms that without 
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innate competitive or athletic advantage, it becomes essential to refute the mundane standards 


surrounding professional sports social media usage to drive fan engagement. 

Holistically, sports team social media content that is product-related and utilizes 
unorthodox engagement strategies generates a competitive advantage over traditional social 
media practices. 

Social Media in Baseball 

Similar to broader social media dynamics in sports, baseball fans have a vested interest in 
their teams’ social media accounts and favor keeping up with the account when game 
information is provided to the followers (Lee & Na, 2023). In fact, more than 60% of MLB fans 
consider themselves bigger fans of their team after following them on social media (Moyer et al., 
2015). Fans and consumers look at their teams online platform content for calendar events, 
messages from the team, and postseason appearances (Kim & Hull, 2017). Baseball fans also 
look to social media for different perspectives of the game. This includes the coolness factor, the 
experience of being there, building a community, interaction with the team and other fans, and 
the overall game and fun of being at the park (Kim & Hull, 2017). Furthermore, fans engage less 
with Corporate Social Responsibility activities compared to higher engagement with team-based 
and individual player success posts (Kim & Hull, 2017). Due to understanding what online 
content fans engage more with, a baseball organization's social media management team creates 
direct content and brand direction to effectively reach and resonate with its fan and consumer 
base (Cision Global Insights, 2015). 

Social media post success by baseball teams can be evaluated through various 
interactions. Some content and pictures posted may be intended to spark a conversation in the 
comments between fans; however, other content may be to direct the fanbase to buy game tickets 


or merchandise (Kim & Hull, 2017). The creation of camaraderie and community within 
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fanbases through social media engages the fans to pay attention to their teams online platforms to 


ensure they do not miss out on social interactions (Lee & Na, 2023). 

Instagram is an effective photo-driven platform that allows users to see and engage with 
their favorite MLB team (Colman, 2022). The more visually appealing the content is, the more 
time a fan will stop, look, and engage with the content and campaigns (Colman, 2022). When 
Instagram posts are engaging and catch the attention of users, fan engagement occurs either 
through likes, comments, or both. (Kim & Hull, 2017). This is an opportunity for the social 
media teams to promote different sides of their players. For example, when a player is working 
alongside a children's charity, it provides a holistic view of the team and who the fans are 
supporting (Kim & Hull, 2016). 

Facebook has three core competencies that have remained the same since its launch 
including (1) posting information on an individual profile page, (2) creating a “friends” list, not a 
followers list, and (3) prioritizing interacting with other Facebook members (Wilson et al., 2012). 
Thus, Facebook provides a natural and seamless way for fans to become further engaged and 
affiliated with a baseball team, making fans more likely to spend money on tickets or 
merchandise (Moyer et al., 2015). Facebook also allows fans to create a sense of community 
with each other, in turn, creating a deeper self-identification with the sport and team (Moyer et 
al., 2015). Research done by Moyer et al. (2015) found a positive correlation between fans 
visiting a team’s Facebook page and the fan’s likelihood of purchasing tickets or merchandise 
relating to the team. 

TikTok is another prominent social media platform focused on short, concise videos 
where people participate in trends or use viral sounds (Herrman, 2019). The MLB has used 
TikTok to engage and appeal to their short-attention spanned, Gen-Z audience, specifically 


during the 2023 World Series (Cannon, 2023). The decision for the MLB to use TikTok had a 
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few contributing factors: (1) to humanize the players that are seen putting up stats and hitting 


home runs, (2) to capture real-time reactions and provide a humorous tone to the World Series, 
(3) to provide the fans with an immersive experience, and (4) to capture and retain the attention 
of young fans. The MLB utilized an influencer program named “Creator Class” to create a 
partnership with twelve influencers, in different industries, that are MLB fans as well (Cannon, 
2023). The MLB gave the “class” inside and behind-the-scenes experiences to post and share 
with their fans as a way to activate fans in markets outside of baseball (Cannon, 2023). 

Overall, the MLB’s use of TikTok brings the fans closer to the game of baseball and their 
favorite teams by appealing to their audience and providing content that will engage and 
entertain their fans and consumers (Cannon, 2023). Social media has changed the way MLB 
teams connect to their fans, there are specific practices that are used across the league and other 
sports organizations that have proven effective in driving fan engagement. 

Social Media and Sports Best Practices 

As social media usage has evolved and gained prominence in sports, so too have best 
practices. For example, Since its inaugural season in 2016, former Coastal Plain League’s 
Savannah Bananas altered their trajectory from a failing business to a viral sensation through a 
product-related social media focus (Brooks & Peters, 2024). Despite suboptimal competition 
quality and an unorthodox value proposition, the Savannah Bananas have leveraged optimal 
social media usage to dwarf even MLB competitors regarding engagement rates and followings; 
they currently control the highest TikTok following, while trailing only the Los Angeles Dodgers 
and the New York Yankees in followers on Meta platforms (Palmer, 2023). Their player-oriented 
social media presence and prioritization of content engagement over traditional communication 
methods have elevated the Bananas brand, translating to sell-out crowds for every game since 


2017, including a 2024 exhibition match at Minute Maid Park (Marley, 2024). Regardless of 
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differences in product, Palmer (2023) enumerates the parallels that other baseball teams can 


extract from the Savannah Bananas’ unprecedented social media successes: 
1. Virality is easily reproduced. Successful content or trends can easily be replicated and 
presented to separate consumer bases without consequence. 
2. Product-related content is the crown jewel of baseball social media practice. 
3. Content with the intent of engagement affords greater fan interaction than traditional 
social media methods generating one-sided communication. 
Ticket Sales in Sports 

Akin to modern social media strategy, ticket practices are extremely diverse within the 
current sports industry. There is a wide variety of avenues when it comes to ticket sales strategy 
in sports, with each one designed for optimizing revenue and enhancing fan engagement. One 
strategy teams use is dynamic pricing, which adjusts ticket prices based on factors such as team 
performance, opponent strength, and game timing (Drayer, 2012). In 2009, the San Francisco 
Giants were among the first in U.S. professional sports to use this pricing strategy, as baseball 
stadiums often have high attendance and fewer season ticket holders than basketball or hockey, 
making dynamic pricing ideal (Muret, 2009). The Giants initially tested the system on just 2,000 
outfield seats in their 41,000-seat stadium, finding that sales increased across those seats by 17% 
over the year prior. 

In recent years, some sports teams have encountered a situation where they faced a lower 
ticket demand than supply (Bacharach, 2023). This can lead to tickets being perceived as too 
expensive or stadiums being too big for the number of fans they attract. To address this trend, 
there has been a pattern of teams building stadiums with fewer seats. For example, the new 
stadium for the Italian football team, Juventus, now holds 41,507 fans, much fewer than the 


67,229 at their previous Alps Stadium. Similarly, the Ottawa Senators covered 1,500 seats in 
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their arena during the 2017-18 NHL season because they found their stadium was too large for 


their fan base (Burns, 2017). The MLB has also followed this tendency. Jacobson (2008) 
reported that the 20 new baseball stadiums built since 1992 have a total of 200,000 fewer seats 
compared to older stadiums. Despite having fewer seats, ticket prices rose by 87% in the decade 
leading up to 2008, highlighting the relationship between supply and demand in driving pricing 
strategies. For instance, San Diego Padres’ PETCO Park, which opened in 2004 with 42,455 
seats, is smaller than their previous Qualcomm Stadium. 

When it comes to buying sports tickets, there are a few standout platforms that fans 
regularly turn to. Primarily among these are team websites, which serve as the direct source for 
purchasing tickets. Team websites not only provide fans with the convenience of exploring 
various seating options but also offer insights into upcoming promotions and game schedules 
(Howard & Crompton, 2004). For many fans, the team website serves as the initial point of 
contact, offering a straightforward method to purchase tickets directly from the organizing team 


itself. 


Event ticket online bookings by brand in the U.S. 2024 
Event ticket online bookings by brand in the U.S. as of March 2024 


Vivid Seats 

ACE Ticket 
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Information obtained from Statista Consumer Insights: Statista Consumer Insights Global Survey 2024 


Third-party ticketing platforms—Ticketmaster, StubHub, Vivid Seats, and SeatGeek—have 


become increasingly popular (Warren, 2016). These platforms act as centralized marketplaces 


ROCKIES 


15 
where fans browse, compare prices, and purchase tickets with ease. They cater not only to 


primary ticket sales but also to the secondary resale market, providing flexibility for fans to buy 
and sell tickets among themselves (Drayer, 2012). Ticketmaster, known for its longstanding 
presence in the industry, is the preferred choice for many due to its comprehensive coverage of 
events and seating options with over 60% of consumers purchasing tickets for all events off the 
platform. StubHub, on the other hand, distinguishes itself with a robust resale market, allowing 
fans to find last-minute deals or premium deals that may no longer be available through primary 
channels with nearly 30% of people using the app to buy tickets. Finally, Vivid Seats and 
SeatGeek have carved out niches by focusing their platform on user experience and integrating 
intuitive search functionalities that simplify the ticket-buying process (Pierce et al., 2013). These 
third-party platforms have significantly impacted ticket sales in various sports, including 
baseball. 
Ticket Sales in Baseball 

Although ticket sale revenues are a major source of revenue in professional sports, the 
MLB has experienced a steady decline in attendance over the past decade (Lim et al., 2021). For 
example, there has been almost a six percent drop in game attendance from 2019 to 2022 (Kim & 
Chang, 2023). However, despite the decrease in attendance, baseball fans have increased team 
interest and following in other ways. Instead of following from the stands or on television fans 
are choosing to follow via social media (Merkle et al., 2020). 

For example, the 2023 season witnessed an almost 10% increase in total attendance for 
MLB games (Adler, 2023), the largest increase in paid attendance since the 1998 expansion 
season (Brown, 2023). In 2023, eight teams will finish with attendance over three million for the 
first time in 10 years, and more than half the league will finish with attendance above 2.5 million 


for the first time since 2008 (Bacharach, 2023). 
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Looking directly at in-game attendance and ticket sales, the Los Angeles Dodgers, who 


since the 2013 season has had the highest game attendance, are currently averaging an in-game 
attendance of 47,265 at home, and 34,000 on the road (ESPN, 2024). The Dodgers have seen 
increased success in ticket sales due to the marketing of Shohei Ohtani, a spokesperson for 
StubHub, stated “Sales are up league-wide, as MLB’s international popularity grows” (Brown, 
2024, para. 4). Brown (2024) also states that nearly 30% of all sales for the Dodgers on StubHub 
are international ticket buyers. For the 2024 Opening Day, 264 players represented 19 different 
countries and territories outside of the United States (MLB, 2024). With the increased 
engagement due to international popularity, the MLB is experiencing a rise in ticket sales and 
in-person game attendance. 

Looking at different teams across the league, we can see a variety of ways in which clubs 
are prioritizing flexibility in their ticket offerings to fill in the gaps between single-game sales 
and rigid season-ticket plans (Bacharach, 2023). The Texas Rangers, the 2023 World Series 
Champions, implemented a “20 in ‘24” game plan that offers fans a chance to buy tickets for 20 
games and receive in-game benefits and exclusive experiences like catching on the field (Texas 
Rangers Organization, 2024). With more flexibility than season tickets, and an increase in 
benefits from the single-game tickets, this plan allows for more engagement and opportunity for 
fans. With these additional offerings of ticket plans the Rangers have already experienced an 
increase in attendance since the 2023 season, where they averaged 31,272 in attendance, they are 
now averaging 32,274 in attendance in the 36 home games that have been played so far in the 
2024 season (ESPN, 2024). By enhancing fan engagement through innovative ticketing options, 
we can see a correlation with an increase in overall in-game attendance. The chart below shows 


the average attendance of the MLB since 2016 not including 2020. 
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The average attendance for the MLB since 2016, not including 2020. Data obtained from 
Sport Business Research Network. 
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The average Rockies attendance since 2016 not including 2020. Data obtained from ESPN 
MLB Attendance Report 
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A comparison between the Rockies average attendance comparative to the MLB’s 
attendance as a whole. Data obtained from ESPN MLB Attendance Report and Sport 
Business Research Network 


Promotional nights also significantly boost ticket sales as they attract a broader audience 
(Beckman et al., 2012). Promotional events add value for teams, drawing in casual fans, families, 
and, in rare occurrences, collectors who might not attend regular games. One exemplary 
promotional strategy is the Philadelphia Phillies’ infamous ‘Dollar Dog Night’. Dollar Dog 
Night offers hot dogs at a significantly reduced price, appealing to a wide range of fans and 
making the game more affordable and enjoyable (Pérez, 2024). A study by Weed (2015) 
supported these findings, showing that promotional events can lead to significant increases in 
ticket sales and attendance. She analyzed the impact of various promotional strategies across 
multiple MLB teams and found that games with promotional events like Dollar Dog Night saw 
attendance boosts ranging from 10% to 40%. This surge is not only due to the allure of 
discounted food but also because these events create a festive atmosphere that regular game days 
may lack. Families particularly find promotional nights appealing as they offer an affordable way 
to enjoy a game with their children. These events can engage children more by providing a lively 


and entertaining environment designed specifically for younger fans and their families. 
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Additionally, the economic impact of promotional nights extends beyond ticket sales. 


Concession sales experience a notable uptick during such events (Yilmaz, 2022). This increased 
in-stadium spending contributes to the overall profitability of these games, making these nights 
financially beneficial for the team. The data from these studies underscore the effectiveness of 
strategic promotional nights in not only drawing larger crowds but also enhancing revenue 
streams from various sources within the stadium. In addition to the immediate financial benefits, 
these nights can foster long-term fan loyalty. According to Funk and James (2006), engaging 
fans through memorable experiences can lead to stronger emotional connections with the team. 
When fans associate positive, unique experiences with attending games, they are more likely to 
return for future events, even if there is no promotion. This strategy helps in building a solid fan 
base that supports the team through various seasons. 

The concept of promotional nights has broader implications for the sports industry, and 
these events underscore the necessity of innovation in marketing strategies to keep sports events 
attractive and accessible to a diverse audience. As more teams recognize the benefits of game 
promotions, the trend of integrating creative, fan-friendly events into the regular season schedule 
is likely to continue, benefiting both the teams and their supporters. Promotional nights are great 
events to be advertised through social media. A post sharing the theme or giveaway item for that 
game can increase a fan's chance of buying a ticket for that game. According to Browning and 
DeBolt (2008), an average increase of 14% in attendance was found in correlation with 
promotions during sporting events. All levels of professional baseball attendance have benefitted 
from promotional nights (Browning & DeBolt, 2008). 

Social Media Impact on Ticket Sales 
As both social media and ticket sales practices have demonstrated constant evolvement, 


so has the impact of social media on ticket sales. The money being spent on social commerce is 
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at an all-time high as more and more social media users are buying products from their media 


platforms (Hansen, 2023). Social commerce revenue is growing and will continue to grow 
rapidly through the year 2028 (Statista Research Department, 2024). Thirty-nine percent of 
Americans said they would buy a product off of social media and have already done so (Hansen, 
2023). Additionally, the influence of researching a product through social media prior to 
purchasing it has increased (Buchholz, 2023). Social media is being taken advantage of when 
users are buying products with the large amount of information platforms can hold. 

These demographic trends also vary from platform to platform. Snapchat has the largest 
Gen Z presence across all platforms with 51.1% of its users from that age group (Lebow, 2023). 
TikTok is right behind with 44.7% of its users being Gen Z (Lebow, 2023). Instagram has the 
third most Gen Z users with 33.7% of its users. Sixty percent of Gen Z admits to making at least 
one purchase of a product they saw on social media (Gillespie, 2023). Gen Z is the age group 
most engaged with social media, most likely to purchase a product on social media, and is the 
majority of attendance at MLB games (MLB Attendance Profile, 2021). 

Physical tickets or printout tickets are no longer the common way to present a ticket to 
the scanner before an event. Lefton and Ourand (2021) interviewed the MLB’s chief operations 
and strategy officer, Chris Marinak, and discovered that digital ticketing has accelerated 3-5 
years worth in the last 18 months. With a majority of sports tickets being bought online, using 
platforms with large amounts of users follows the recent wave in ticketing (Zandt, 2024). 
Sports 

In the last decade, social media has presented opportunities for sports fans to consume 
content and build communities around their favorite teams. Forty percent of fans say they are 
fans of their sports favorite team when they started following them on social media (Broughton, 


2011). Teams, not just in the MLB, but across all sports, use social media to promote their team 
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in many different ways. Increase in fan engagement, ticket sales, merchandise sales, and general 


support are all reasons organizations display their team on social media that have millions of 
users (Dixon, 2024a). In the United States, 239 million people, about 70.1% of the population, 
actively use social media (Kemp, 2024). The content that’s produced is the aspect of what drives 
the online community for teams as 30% of MLB fans prefer getting their news or content from 
the team itself (Dsouza, 2023). 

Teams across all sports produce content about their team, players, and fans to engage the 
users with the organization to receive more attention. Sports content that is posted on platforms 
such as Facebook has influenced 14% of ticket buyers to purchase tickets (Fisher, 2012). Moyer 
et al. (2015) explained, “The greater the number of visits to the team’s Facebook page and other 
social media outlets, the more mere repetition of exposure could bring the team and its products 
to the forefront of thought and action” (p. 6). Social media also allows fans to show their family 
and friends the content of their favorite teams and content of their own. Twenty percent of users 
used social media to invite people they know to games (Fisher, 2012). Forty-nine percent of 
people in attendance at sporting events used social media to share photos and videos of their own 
(Fisher, 2012). 

Another important aspect of keeping fans engaged with their team is the content that is 
being posted during the off-season. The off-season is a time for the players to rest and spend time 
with their family and friends. It is easy to find content to post during the season as practices and 
games are constantly taking place. Sixty percent of fans would be more engaged with the team 
the next season if the same amount of content was being posted in the off-season giving people a 
“year-round experience.” This “year-round experience” would be enough for 55% of fans to 


likely buy a ticket for the upcoming season (Maiello et al., 2020). 
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Baseball 


Baseball, in particular, has seen massive shifts in ticket sales dynamics, primarily due to 
shifts in overall consumer demographics. As previously stated by Khoros (2024), more than 60% 
of Instagram’s and TikTok’s users are within the age group of 18-34 years old. According to 
MLB Attendance Profile (2021), the same age group, 18-34 year-olds, was the age demographic 
with the highest attendance accounting for 31% of the MLB’s attendance in 2022. The age group 
that is attending baseball games the most is the same age group that is most present on social 
media. Eighty-one percent of social media users aged 18-24 years old have used a social media 
platform to purchase sporting event tickets (Francis, 2022). 

The New York Yankees had the largest number of combined followers on Facebook, 
Instagram, and X (formerly Twitter) compared to the rest of the MLB in November of the 2019 
season (Gough, 2021). The Yankees had the third-highest total attendance during the 2019 
season (ESPN, 2019). The amount of followers a team has does not directly correlate to the 
attendance they receive each year at their home games. The same goes for the Padres as they are 
14th in attendance (SBRnet, 2019) and 29th in social media followers (Gough, 2021). Similarly, 
the Giants are 11th in attendance (SBRnet, 2019) and 5th in social media followers (Gough, 
2021). The Colorado Rockies had the 6th highest attendance during the 2019 season despite 
being the 25th most followed team across the same aforementioned social media platforms 
(Gough, 2021). 

Best Practices 

Best practices within ticket sales have also evolved to meet consumer expectations in the 
digital age. For example, Linktree is a new application that lets users add more links to their bio 
as there is a limit within specific platforms. “Since platforms put limitations on the number of 


characters and links you can include, consolidate all the sites you want to link out to in a single 
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Linktree URL” (Linktree, 2024a, para. 14). Twenty-one of the thirty MLB teams use a Linktree 


in their Instagram account biography sections. The teams that use Linktree may have links to 
tickets, their website, merchandise store, and schedule for more accessible engagement with the 
social media users that view the account. According to Fisher (2012), fans who buy tickets 
online from a social media link are more likely to purchase a ticket further in advance in relation 
to the gameday. On average, social media buyers spent $82 and the rest of the buyers spent $51 
(Fisher, 2012). 

Bitly is another resource that teams across the MLB use to help track information of their 
website users. Bitly’s link tracking ability allows companies to monitor who is on their URLs. A 
digital tracking code is attached to the URL on any website which tracks the engagement and 
clicks (Johnson, 2021). In a study done by Khatri et al. (2015), they found that targeting the 
groups of interest resulted in a much higher level of recruitment at no extra charge. Using a 
tracking code on every link within a website can give feedback to target the groups of people that 
are visiting certain parts of the website. Online traffic, click rates, and promotion generation are 
all statistics that Bitly can identify (Johnson, 2021). Using this information, the company running 


the website can see how and where the user found and opened the website (Johnson, 2021). 
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Methods 


Research Design 

Our research design is non-experimental and mixed-methods. We conducted a fan survey 
along with professional informational interviews. To create our survey and interview questions, 
we referred to our central and sub-research questions to ensure the findings aligned with 
assessing the impact of social media on ticket sales for the Colorado Rockies. This includes 
identifying the most effective social media campaigns, platforms, and content for high sales 
conversion and engagement rates. 
Data Collection: Survey 

The survey questions were informed by both the purpose and problem statements 
provided by the Rockies and the literature on social media and ticket sales. The survey was 
created using Qualtrics, an online survey platform. Subsequently, the instrument was approved 
by multiple field experts related to sports management and survey creation, bolstering the 
reliability of our instrument, and ultimately, our findings (Rossman & Rallis, 2017). 

Our survey began by asking the participants, “Are you on social media?” to ensure that 
the responses aligned with the project's goal of impacting ticket sales through social media. If a 
participant answered “No,” the survey would end and their response of “No” was recorded. 
However, if the participant answered “Yes,” the survey continued, asking questions to learn more 
about the respondent's social media usage, and if they interact with the Rockies' social media. 

Our next two questions pertained to the respondents' top two favorite social media 
platforms and whether they followed the Official Rockies pages on those platforms. This gave us 
valuable insight into what social media is being used in the Greater Denver area and the extent to 
which the respondents are engaging with the Rockies’ social media. We also surveyed how often 


those who follow the Rockies see the content and what content the respondents would like to see 
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on their social media pages: (1) Informational Content; game-centric, highlights, scores, or 


lineups (2) Dynamic Content; video edits, players doing viral trends, or influencer 
collaborations. This develops insight into how the Rockies’ social media can best engage their 
fans. We also inquired if the respondent has purchased a product through social media to gauge 
the likelihood of social media translating to ticket sales. See the Appendix for the complete 
survey protocol. 

To start our data collection, we completed a pilot survey of 39 Business of Sports 
students ranging from 18 to 24 years of age. Piloting helped bolster the reliability of the final 
results (Rossman & Rallis, 2017). The goal of the pilot survey was to ensure: (1) clarity of 
questions (2) timing of the survey, and (3) test the QR code. After completing the pilot, we did 
not change questions as the feedback we received from the 39 respondents was positive. With 
this, we decided to keep the pilot responses as part of our results due to the identity alignment 
with our overall population. This allows for an even greater understanding of consumers' and 
fans' relationship with social media and the Rockies. Next, we created fliers with the QR code. 

To reach our target population of the Greater Denver area with the survey, we pursued 
multiple avenues. This includes surveying fans walking from Union Station toward Coors Field 
before the game on July 1, 2024. We collected responses by handing out a QR code flier to fans 
that directed them directly to the Qualtrics survey link. We also sent the survey to our personal 
networks in the area. This included sending the survey to our contacts and networks (1) 
University of Colorado Boulder Sororities and Fraternities (2) Business of Sports Students (3) 
Rockies Facebook Fan Groups (4) Young professionals in Denver City Limits (5) Union Station 
and McGregor Square before a Rockies home game. This process of survey and data collection is 
beneficial as it allows for a wide variety of demographic responses. It allowed us to reach college 


students, the Rockies fan base of all ages, and those who work and live in the city of Denver. 
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These groups of people are most likely to interact with the Rockies as they live in the Denver 


area and/or are in the age group with the highest interaction with social media. 

Our target demographic was the Greater Denver area. As of 2024, the Denver population 
was 708,948, with the median age for males being 34.9, and the median age for females being 35 
(World Population Review, 2024). In our study, we sampled participants aged 18 to “55+”. This 
allows for a broader understanding of the Colorado Rockies fan base along with their social 
media usage. We acquired our sample demographic through the Business of Sports students, 
students at the University of Colorado Boulder, personal networks in the area, and by handing 
out our survey to individuals attending the Rockies game on July 1, 2024. Our target sample size 
for our survey is between 150 and 200 respondents. Ultimately, our sample consisted of 227 
respondents, ranging from 18 to 55 years of age. 
Data Analysis: Survey 

We chose to utilize standard analysis methods in addition to simple regression analysis to 
better understand our data. The primary goal of our survey analysis was to determine the impact 
of age on certain social media purchases and activity patterns. Regression analysis was an 
appropriate statistical test as it offered metrics surrounding error and variable explanation that is 
not afforded through other analyses, such as correlations. Standard analysis was appropriate in 
the event of non-determinable correlations with regression models given the ease of 
comprehension with standard data analysis. These standard procedures involved percentage 
breakdowns of tendencies based on age demographics using SUM(COUNTIFS()) Excel 
functions. We further sorted survey entries into 2 different sets of specific age demographic 
designations (18-24, 25-34, 35-44, 45-54, 55+) and (Gen Z + younger Millennials [25-34], older 
Millennials [35-44] + Gen X + Boomers). For analysis purposes, these two age groups were then 


assigned the generalized names of “younger” and “older”, respectively. Then, numerical values 


ROCKIES 


27 
were assigned to all yes/no responses. Non-binary results, such as answers to age, were assigned 


ascending numerical values (“18-24”=1, “24-35”=2...). 

The impact of each single regression analysis was determined by the metrics p-value and 
the coefficient. In regards to regression analysis, P-Value explains the likelihood of observations 
occurring strictly due to chance; a result >.05 creates statistically insignificant findings and 
cannot provide accurate results. The coefficient explains the relationship between variables; in 
regression analysis outputs positive coefficients signify a positive correlation between 
independent and dependent variables, whereas negative coefficients indicate a negative 
correlation. 

The combination of simple data analysis and single regression analysis will work to 
determine SUBRQ1 and SUBRQ3. Gaining an understanding surrounding social media activity 
correlations will afford insight into optimal social media usage, especially relating to the goal of 
increasing attendance. 

Data Collection: Interviews 

Interviews supplemented our survey findings, particularly supporting our collection and 
analysis of the research question concerning best practices. Interviews are an appropriate method 
as we are getting spoken information and best practices from other professionals in the sports 
industry. The speech from the interviews allows the data from the survey to complement each 
other (Schilling, 2013). These interviews gave us information that was not available from 
someone walking around town. We interviewed an MLB team social media director, a social 
media director with a sports equipment company, and a social media strategist with an NHL 
team. It was also important for us to get data from the people who are likely to buy a Rockies 
ticket. With the data that is obtained from the Denver residents and industry professionals, we 


were satisfied with the primary research directed toward our research questions. 
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Our interviews began by asking the interviewee to explain their role within their team or 


organization. We asked this to get to know them a little better along with gaining a deeper 
understanding of what their day-to-day role and responsibilities are. We then dove into questions 
regarding how their organization uses social media to engage with their fans. This includes 
asking “What social media platforms are most successful? And why?” We also flipped the 
question to ask which platforms are least successful. These questions allowed us to gain primary 
insight into what teams are currently doing and what is working well for them and their fanbase. 
Then, diving further into the role that social media plays in regards to ticket sales we asked, 
“Have you witnessed an impact on ticket sales from your social media?” This allowed us to 
learn about best practices from the interviewee for their organization. 

Furthermore, we asked the interviewee what other sports teams they believe have strong 
social media campaigns. The follow-up question was “What are, in your opinion, some best 
practices for social media and ticket sales?” This was for us to understand what organizations' 
current sports social media practitioners look towards for inspiration and ideas. It also allowed 
for background information on how social media can push ticket sales and what has worked 
historically for the interviewee's organization. See the Appendix for the complete interview 
protocol. 

To reach our target professionals to conduct informational interviews, we sent emails and 
utilized the Business of Sports network. Targeted professionals included social media directors 
and coordinators within the Professional Sports Industry. With this in mind, we conducted said 
interviews via Zoom. With participants’ permission, we recorded and transcribed the interviews 
for accuracy. This helped ensure we represented the participants’ experiences and opinions on 


topics in the interviews such as effective social media campaigns and how social media can 
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impact ticket sales in professional sports industries. Participants were given pseudonyms to 


protect their confidentiality. 


Social Media Strategist 
Sports Equipment Company | Marketing Coordinator 


Data Analysis: Interviews 


In qualitative research, coding is a critical step that helps organize and interpret data by 
identifying patterns, themes, and insights. Two common coding methods, evaluation coding and 
process coding were beneficial in analyzing our interviews with leading industry professionals. 
Evaluation Coding involves assigning non-quantitative codes to qualitative data to assess the 
value or impact of programs or policies. This method is useful for making judgments about 
programs, improving their effectiveness, and guiding future decisions. Process coding, on the 
other hand, uses action words to capture activities and actions within the data. This method is 
particularly useful when focusing on any ongoing initiatives. Understanding these coding 
methods lays the groundwork for analyzing three common themes identified in the interviews 
with industry professionals: strategic use of diverse social media platforms, the importance of 
engaging and personalized content, and the direct impact of social media on ticket sales. 

A major theme from the interviews is the strategic use of different social media platforms 
to reach various audience segments and increase engagement. The professional under the 
pseudonym Grace explained that their team splits responsibilities among platforms: "My main 
platform is Instagram, but I also help with Twitter and Facebook, and everything else as needed." 
This diverse approach helps the team reach a wider audience and tailor content to each platform's 


strengths. Similarly, Tom emphasized the effectiveness of Instagram and TikTok: "For us, 
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Instagram and TikTok have been the two best." These platforms are especially good at reaching 


younger audiences with creative and engaging content, which is key to building a loyal fan base 
and driving sales. Jessie agreed, noting the importance of using different platforms for timely and 
engaging content: "Our main platforms are Twitter, Facebook, and Instagram, and we use threads 
in conjunction with our Twitter strategy." By strategically using each platform, these 
organizations can maximize their reach, ensure broad engagement, and drive ticket sales. 

Another common theme is the need to create engaging, personalized content to foster fan 
interaction and loyalty, which in turn drives ticket sales. Grace emphasized the need for engaging 
content that involves players: "We did a sponsored video shoot, and we had a player disguise 
himself. This type of content not only entertains but also fosters a deeper connection with fans." 
Authentic content that fans can relate to increases loyalty and the likelihood of ticket purchases. 
Tom also highlighted the shift to raw, creative content: "As soon as I started to do more creative, 
more raw content, what you see on TikTok, and brought it over to Instagram, we started to get a 
lot more buzz around everything." This approach resonates more with audiences, driving higher 
engagement and, consequently, ticket sales. Finally, Jessie discussed the impact of organic 
content: "We really try to make it seem organic and not as sales-like. As a consumer, I don’t want 
to be forced to buy this or click that to get the information I want." Making promotional content 
feel organic ensures that it is engaging and effective in driving ticket sales. Engaging content that 
resonates with fans fosters a sense of community and loyalty, leading to increased attendance and 
sales. 

The direct and measurable impact of social media campaigns on ticket sales is a 
significant theme from the interviews. Social media serves as a critical driver of ticket sales, with 
strategic content and collaboration between organic and paid efforts. Grace discussed the 


correlation between social media activity and ticket sales: "If we are doing any ticket push, 
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standing-room-only tickets get promoted on Instagram stories, and those almost always sell out." 


This shows the direct impact of social media promotions on ticket sales. Tom emphasized the 
importance of consistency and creativity in social media strategy: "Consistency is the number 
one thing that you can use to grow an audience and have more people see your product, which 
correlates to people buying your product." Regular and engaging posts keep the audience 
interested, driving more visits to the website and higher sales. Additionally, Jessie explained the 
collaboration with paid social efforts: "We work in conjunction with our paid social team. They 
put dollars behind graphics and push ticket sales through that, combining our messaging." This 
coordinated approach ensures that both organic posts and targeted ads align in messaging, 
making ticket promotions more effective. Social media campaigns, when executed strategically, 
can significantly boost ticket sales by reaching the right audience with the right message at the 
right time. 

The combined analysis of the interviews with social media coordinators and 
representatives from different sectors of sports reveals that social media is integral to the 
marketing strategies for their brands. Each platform serves a unique role in engaging different 
audience segments, with tailored content maximizing engagement and driving ticket sales. 
Creating engaging and personalized content is crucial for maintaining high levels of fan 
interaction, which directly correlates to increased ticket sales. By strategically leveraging social 
media platforms and ensuring a coordinated approach between organic and paid efforts, sports 
teams and brands can effectively drive ticket sales and enhance fan engagement. As social media 
continues to evolve, it will play an even larger role in innovative sales strategies, helping teams 


to connect with their audiences in new and exciting ways. 
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Results 


Survey 

Our regression analysis looked to assess the relationship between age and various social 
media preferences amongst Greater Denver area residents. Consistent with our data analysis 
procedures, certain relationships could not be considered statistically significant due to the 
exceeding P-value thresholds. Said results were not considered, and basic data analysis was 
instead utilized as the primary result in identifying demographic-related findings from the data 
set. 

Impact of “Age Category” on “Dynamic Content Preference - Rockies” 

Our first single regression analysis attempted to quantify the impact of age on preference 
for more dynamic content on the Rockies’ feed for persons within the greater Denver area. 
Dynamic content was displayed within the survey as: Dynamic content (video edits, players 
doing viral trends, and influencer collaborations). 

a) P-Value: 0.00019 
b) Coefficient: -0.63598 

At a statistically significant rate, age had a strong negative correlation with survey users’ 
desire for more dynamic content on Rockies' social media platforms. Standard procedures affirm 
this coefficient; our data sample found the younger demographic to be 19% more likely than the 
older demographic to desire more dynamic content from the Rockies’ social media. 

Impact of “Age Category” on “Following Rockies on Preferred Platforms” 

Secondly,a single regression analysis was utilized to ascertain age demographic trends 
regarding the likelihood of persons within the Greater Denver area to be following the Rockies 
on preferred social media platforms. 


a) P-Value: 0.00019 
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b) Coefficient: -0.45363 


At a statistically significant rate, age had a negative correlation with survey users’ 
following status of Rockies accounts on their preferred social media platforms. However, at a 
Multiple R of .16416, which indicates relatively low strength in a linear relationship, the 
regression analysis struggled to fully explain the relationship between age and following status. 
Using supplemental standard analysis, age subcategories, such as the 45-54 group, presented as 
statistical outliers that created data comprehension issues. Within this age sub-demographic, 0% 
of survey respondents were following Colorado on their preferred social media platform. 
Additionally, despite the Younger demographic being statistically more likely to follow the 
Rockies on preferred platforms within our survey sample, the 18-24 sub-demographic reported 
following tendencies 4% under the holistic population figure. 

Impact of “Age Category” on “Anytime Social Media Purchase” 

Thirdly, we utilized a single regression analysis to understand the implications of age on 
the likelihood that persons within the Greater Denver area had completed a purchase through a 
social media channel 1 or more times. 

a) P-Value: 0.04441 
b) Coefficient: -0.15329 

At a statistically significant rate, age had a negative correlation with survey users’ 
likelihood of completing a purchase through social media channels at least once. This 
determination through regression analysis was cross-checked with the younger demographic, as 
they reached a 15% higher likelihood of any time social media purchase as opposed to the older 


age demographic. 
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Impact of “Age Category” on “Anytime Social Media Impact on Purchase - Rockies” 
p 


Lastly, our final single regression analysis was used to determine the relationship 
between age and Greater Denver Area residents’ ticket purchasing decisions being influenced by 
Rockies' social media activity 1 or more times. 

a) P-Value: .24710 
b) Coefficient: 0.22378 

Given an extreme P-value of .24710, corresponding findings were rendered statistically 
insignificant within our regression analysis. However, utilizing standard analysis methods, 
survey respondents within the Younger demographic were 6% more likely to have had at least 1 
ticket purchasing decision impacted by Rockies social media than the older demographic. 
Additionally, survey participants within the 45-54 and 55+ age ranges attributed zero influence 
with ticket purchasing decisions to social media activity. 


Interview 


Interviews were conducted with social media practitioners in different fields of the 
professional sports industry. Through our strategic coding and theming processes, we uncovered 
key takeaways and patterns throughout the interviews that gave great insight into how different 
social media platforms can be effectively used to drive ticket sales and engagement. 

The first takeaway is the use of Linktree and Bitly links across different platforms. 
Linktree is utilized by 21 MLB teams in their Instagram bios, allowing users to access multiple 
links with one click. This was a tool mentioned by the practitioners in two of our interviews as 
something that they utilize for accessibility to different resources and websites for social media 
users. Grace said for their organization that “a big one we use is Linktree,” in regards to 


resources that are utilized on their social media platforms. 
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Bitly is also a useful tool for organizations and brands to use as it is used for, according to 


Jessie, “making your own link and branding it”. This gives the ability for ticket sales 
departments to see, as Grace explained, “how many tickets have been purchased from our 
Instagram link.” For teams posting on their Instagram stories or their X account, utilizing Bitly 
gives insight into how social media posts are translated to ticket sales and clicks on links. 
According to Jessie, the “MLB provides teams with access to Bitly,” making this platform an 
accessible tool to create specific links to a direct website that can help increase accessibility to 
tickets for the consumer. 

Our second takeaway from our interviews is the utilization of Instagram features and 
tools. This includes Instagram broadcasting channels and Instagram Threads. The broadcast 
feature is something that followers of a large account, like an MLB or NHL team, are 
automatically added to. The main use of broadcast channels is direct communication and 
messaging with the fans and followers. According to Grace, “It's a really good way to engage 
with fans... to get kind of not secret, but insider information out to the fans.” This is a unique 
tool to reach fans in a seemingly more personable way, as it is a direct communication to the 
fans. The channels make it feel as if the broadcast were sent directly to the follower by the team 
in a one-on-one conversation. 

Threads have similar capabilities as X but are aligned with Instagram and Meta 
platforms. According to Jessie, “Threads kind of in conjunction with our Twitter strategy.” This 
team also prioritized Threads as a way to publish news and in-game information as it is a 
chronological platform, unlike Instagram or TikTok. 

Our third major takeaway from interviews is to create more engaging, personable content 
for fans to interact with. Whether this be highlighting players' personalities in a TikTok or 


humanizing the social media administration through Instagram, it allows for further fan 
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engagement. According to Tom, when discussing the transition of their Instagram content from a 


marketing agency to their now social media marketing plan: 
It was literally just like studio photo after studio photo of the product...It looked 
professional, but it wasn't engaging anybody to our brand. So as soon as I started to do 
more creative, more raw content, kind of like what you see on TikTok and brought it over 
to Instagram. We started to get a lot more buzz around everything. 
Engaging content that attracts users to the page allows a brand or organization to grow through 
likes, comments, followers, and link clicks. 

Finally, Tom conveyed the importance of an “admin personality that our customers feel 
like they can relate to.” With this, according to Jessie, posts that humanize the players “kind of 
helps drive that personality,” to continue to bring in and engage their followers to create a loyal 
fanbase. Humanizing both the admin behind the social media platforms and posts and the players 
for the team gives fans and followers a personal connection to the organization beyond the 


duration of a sporting event and extends to post-game and potentially even the off-season. 
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Discussion 


Social Media in Baseball 

The research question pertaining to how social media is utilized by baseball teams was 
important to answer as it allowed for an understanding of how platforms are used in different 
ways by different baseball organizations. Through both primary and secondary research, we were 
able to effectively answer our first sub-research question. Our literary review gave the 
opportunity to dive into academic articles and trade journals that explored baseball teams' use of 
different social media platforms. Instagram, Facebook, and TikTok are the big three platforms 
that baseball fans utilize to learn about their team and players and to create a sense of 
camaraderie and community. 

Within our different interviews, the varying ways to use social media in the baseball 
industry were apparent. However, all three interviewees had similar outlooks and stressed the 
importance of using social media platforms to achieve different goals. For example, TikTok has a 
younger demographic compared to Facebook, therefore, you would not post the same content on 
each platform as they would not resonate with both demographics of the users. TikTok content 
also tends to be video-focused on fun, lighthearted, and player-centric content compared to 
Instagram or Facebook which is more photo and graphic content driven. 

Our interviews corroborated what we found in our literature review regarding which 
social media platforms reach what demographic and the importance of engaging content for the 
audience. When discussing content and the importance of engaging posts Tom said “Being 
consistent and being creative at all times,” is vital to retain your audience's attention and to 
convert social media posts to sales. By remaining active on social media with frequent posts, the 
platforms will reward those active accounts by putting the posted content at the top of their 


followers’ feeds and pages. This grows engagement and community amongst the followers and 
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the organization's pages. Community is fostered on social media as fans and followers can like 


and comment on the organization's posts and respond to other fans. 

Through completing both primary and secondary research, we learned in depth about 
social media and the role it plays in sports, but more specifically within baseball. Social media is 
a tool and aid that needs to be utilized effectively as it correlates to building a fan base 
community and engagement with the teams and their players. As stated by Tom, “Social media is 
your best salesperson,” and this has been reinforced through our literature review and other 
interviews conducted. 

Ticket Sales in Baseball 

Our primary and secondary research helped us greatly in understanding and identifying 
the best practices and strategies used in baseball regarding ticket sales. In our literature review, 
we believed that the best way to show the results of ticket sales is by analyzing and researching 
attendance throughout the MLB. As a part of this, different demographics were researched inside 
the attendance topic to understand who is most likely to go to a ballpark to watch a baseball 
game. This would ultimately help us find the most effective MLB ticket sale practices from 
around the league to provide the best recommendations for the future success of the Colorado 
Rockies. 

In our literature review, we researched and found two ways teams maximize their ticket 
sales which are optimizing revenue and increasing fan engagement. Using strategies while giving 
tickets a price is extremely important depending on different factors for each game. Every team 
is different and comes with different values from their team performance or big-name players 
that baseball fans want to watch. Unfortunately, attendance over the past decade has decreased 
(Lim et al., 2021), but an increase in ticket revenue during the 2023 season (Adler, 2023). To 


keep fans coming back to games when the team may not be performing at a high level, certain 
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strategies can be in place to give a reason for fans to come back that does not directly correlate 


with the team or players. 

One way teams can incentivize fans to come to games is by having promotional nights 
with certain themes or giveaways at that game. Whether it’s a night that shows cultural aspects of 
a country or heritage or a team shirt that gets handed out at the gate, fans are more likely to buy a 
ticket and return to a future game when these promotional events occur (Browning & DeBolt, 
2008). During our primary research, we interviewed a social media director with an MLB team 
who gave us information about some of the events that their team hosts before games. These 
pregame activities allow all groups of different ages and backgrounds to participate in supporting 
their local MLB team. The fan engagement that these events bring provides a reason for fans to 
buy a ticket beyond just seeing their favorite team play. As a group, we strongly believe that this 
research was necessary to answer our research questions as we needed to see what ticket sale 
strategies were being used in the MLB. 

Social Media Impact on Ticket Sales 

Based on our research we have found that social media plays a critical role in the 
engagement of ticket sales. As mentioned in the literature review, fan engagement within sports 
is changing due to the rise and role of social media, as the average person spends 145 minutes on 
social media a day (Wong, 2023). Analyzing how social media impacts ticket sales within 
baseball was important to our study because it provided insight into our third sub-research 
question. After conducting multiple interviews we were able to gather enough information to 
understand the direct impact social media has on ticket sales. Tom stated “Social media is your 
best salesperson,” since social media can drive sales in an unprecedented way as it allows for 


leveraging analytics, engaging your audience, and utilizing paid advertisements. 
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Since social media platforms allow for direct links to the platform or account holder's 


shops (i.e., ticket pages), specifically with TikTok and Instagram, data can be obtained on how 
many viewers go directly from the social media to the shop and also allows for easier access to 
tickets for fans. Tom mentioned, “When your shop is connected, you can go right off the data it 
provides you in terms of engagement.” This gives insight into what posts may be drawing in 
more fans, and buyers, and what may not be driving fan engagement to the same level. In an 
interview conducted with Grace, when asked about the future of ticket sales on social media, 
stated: “I’ve seen it already in the last three years...we are doing constant pushes for ticket sales 
on our social media, and we are making an impact on ticket sales.” Bitly is also a viable option 
as itis a URL shortener that allows you to make custom links for your brand, allowing for quick 
and easy access to the intended links (i.e., ticket sale pages). 

Through our primary and secondary research, we offer evidence supporting the notion 
that social media is the present and future of ticket sales. In our interviews conducted, we were 
able to obtain first-hand information on how social media has already made a positive impact on 
ticket and product sales. Through our survey, we found that 65% of the respondents have used 
social media to purchase a product or experience, which indicates that it is imperative to utilize 


social media for ticket sales. 
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Recommendations 


Increasing Ticket Accessibility Through Social Media 

Our first recommendation addresses accessibility barriers through the implementation of 
various modern social media tools and practices. Through our research, we have found that 
social media does impact ticket sales and that 76% of social media users have purchased 
something they saw on social media (Wong, 2023). It is critical that there is easy access to 
purchasing tickets from the Rockies social media platforms. 

Linktree in Bios 

Linktree allows you to create a personalized and customizable page that houses all the 
important links that you want to share with your audience (Linktree, 2024b). Allowing you to 
sell products and take payments directly through the app, it utilizes powerful analytics to know 
what your followers are engaging with and use the insights to grow your followers and business 
(Linktree, 2024b). We have noted that you do currently have a Linktree in your X bio, however 
by utilizing it in the bios for Instagram and TikTok, which were the two most used social media 
platforms by the participants of our surveys, and of those from the age demographic of 18-24, 
would help to create easier access for purchasing ticket options on the other platforms as well. 
Linktree should also be added to your Facebook page, as the demographic you reach with this 
platform is different from Instagram and TikTok (Khoros, 2024). 

Within the Linktree you can link single game tickets, the Rockies’ blog which is currently 
linked in the Instagram bio, the official Rockies merchandise store, a link to promotional night 
information and tickets, as well as monthly ticket packages. This would make easier access for 
ticket purchasing, while still including the blog and providing insight to the buyer of the different 


purchasing options. 
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Bitly Links on Stories 


Bitly is a comprehensive solution to help make every point of contact between your 
content and your audience more powerful (Bitly). By allowing shortened URLs, custom links 
with your brand, as well as advanced analytics, Bitly is another great way to push ticket sales. In 
the interview conducted with Jessie, she stated, “The MLB provides teams with access to a Bitly 
shortener.” Therefore Bitly would be a free-to-use activation for the Rockies. Bitly is a great 
option for Instagram stories, for example, before a game day you could make a story post with a 
quick link to buy single game tickets. That way you draw attention to the game itself, and 
provide the viewer with readily accessible tickets as well. Due to Bitly allowing customizable 
links, you can title the link “Rockies Tickets” or “Single Game Tickets.” 

The Bitly links also can provide insight into how you are generating sales. According to 
Grace, when discussing their organization's use of Bitly, “Ticket sales can look and see how 
many tickets have been purchased from our Instagram link.” This is a beneficial perk to utilizing 
Bitly, as it will give both the sales team and social media team data to understand what content is 
working and how social media is impacting ticket sales for the Colorado Rockies. 

Target Age Demographics With Social Media Purchasing Propensity 

The importance of accessibility for general ticket purchasing is well documented, but 
cultivating accessible experiences on social media platforms for profitable digital consumers is 
comparably essential. Age is a primary indicator of not only social media behavior but also value 
derived from baseball viewing experience (Shobian, 2016). Given the understanding of triggers 
and behavioral patterns for certain age demographics, digital marketing strategies are viable 


ways to increase ticket sales (Dang, 2023). 
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Ideal Target Demographic for Generating Ticket Sales Through Social Media 


Given survey data from 227 Greater Denver area respondents, younger age demographics 
present as more profitable social media targets, given higher propensity to purchase through 
social media platforms and higher demonstrated influenceability with Rockies social media 
activity. Younger demographics, as previously described as including Gen Z and younger 
Millennials (25-34 years old), were found 15% more likely to have made a purchase directly 
through social media than older demographics. Regression analysis supports these assumptions 
that age is negatively correlated with social media purchasing habits for Greater Denver Area 
residents. They were 6% more likely to have been impacted by Rockies social media activity in a 
ticket purchasing decision. Additionally, increased purchasing power among Gen Z and 
Millennial demographics has necessitated revised marketing approaches for businesses with 
younger persons within their potential demographics (Bitner & Albinsson, 2016). 

From a brand perspective, value drivers in baseball in-person game experience for 
younger demographics are more closely aligned with the overarching value proposition of the 
Colorado Rockies than older demographics (Shobian, 2016). Shobian (2016) found adolescent 
viewers to be primarily concerned with entertainment value, as opposed to product-related value, 
such as team affiliation. Our aforementioned identification of the Rockies’ value proposition, 
which highlighted the enamoring nature of Coors Field as well as its ideal geographic location, 
aligns closely with the primary value desired of baseball games from younger audiences. 

An enumeration of the reasons for targeting younger generations on appropriate social 
media platforms follows: 

1. Higher propensity to purchase items through social media as opposed to older generations 
2. Higher likelihood of being influenced by Rockies social media activity when engaging in 


ticket purchase considerations than older generations 
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3. Closer alignment with the Rockies’ value proposition, given higher prioritization of 


holistic entertainment experiences than older generations 

More general factors present dynamics that inadvertently aid the attractiveness of digital 
marketing towards younger generations. For example, Generation Z is the most populous 
generation in American history, as their purchasing power exceeds $44 billion, and statistically 
make online purchasing decisions irrespective of their household income (Khadar, 2020). 
Additionally, Customer Lifetime Value (CLV) is particularly relevant for MLB teams considering 
average fan attendance at games typically falls well below stadium capacity thresholds (Drea et 
al., 2017). Given the importance of fan retention, targeting younger fans helps to extend average 
CLV and provide fanbase stability moving forward. This is at the root of the MLB’s urgency in 
devoting resources to fostering youth involvement with baseball, and a hyper-focus on younger 
viewership demographics has seen a decline in average fan age, coupled with increases in 
consumption, profitability, and social media following since 2019 (Castrovince, 2024). Finally, 
looking at the other spectrum of the younger generations, targeting younger millennials has been 
proven to be an incredibly successful mechanism for increasing baseball fan attendance 
(Shobian, 2016). Given the findings, both primary and secondary, that support younger 
demographic targeting through social media as a successful marketing approach in increasing 
ticket sales, how are these demographics currently represented on Rockies social platforms? 
Current Age Representation on Rockies Platforms 

In 2022, the MLB reported the median age of MLB-affiliated account followers within 
the 25-34 demographic on X and Meta platforms (Lemire, 2022). This report also found the 
average age of attendance figures have fallen by nearly 10% since 2017 for the MLB’s Atlanta 
Braves (Lemire, 2022). However, certain subsections of younger generations are 


underrepresented based on Rockies social media following. Survey data found younger 
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demographics 6% less likely to follow Rockies social media on preferred platforms than older 


demographics. While younger millennials were solidly represented within the data set, just 12% 
of Greater Denver area residents within the 18-24 age bracket reported following Rockies social 
media on their preferred social media platforms. Given the current underrepresentation of 
profitable target demographics on social media, it is important to understand optimal content 
utilization for appealing to younger generations. 

Optimal Content Utilization for Younger Generations 

Dynamic content resonates with younger demographic viewership at a drastically higher 
rate than older generations. Our results found that Gen Z and younger Millennial demographics 
are 42.89% more likely to desire dynamic content from Rockies social media accounts than older 
demographics. Dynamic content describes any activity that works primarily to entertain or 
engage, as opposed to strictly informational content; examples given to survey participants 
include video edits, players doing viral trends, and influencer collaborations. Given the 
anomalous discrepancy in desire for more dynamic content on Rockies platforms between age 
groups, focusing on dynamic content creation on appropriate platforms will be key in reaching 
younger audiences. 

Meanwhile, in the paid social media advertising space, Gen Z and younger Millennial ad 
consumption habits are atypical of traditional practices (Southgate, 2017). Although merely 
tangential to social media activity, the widespread use of ad blockers on online sites by younger 
generations illustrates the lack of affinity for traditional digital advertising methods. However, 
branded video content that is engaging in nature has been found to generate significantly positive 
Return on Ad Spend (ROAS) when targeting Gen Z consumers (Bezbaruah & Trivedi, 2020). 


The common denominator across younger-targeted successful content in both paid and organic 
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spaces remains a focus on engaging practices. What does this look like on the highest-trafficked 


social platforms amongst younger generations? 
Optimal Platform Utilization for Younger Generations 

Understanding the type of content that certain demographics, such as Gen Z and 
millennials, prefer is part of understanding social media and its capability to engage fans and 
drive sales. The other part is understanding what platforms will be the most effective for an 
organization and how to best utilize those platforms, specifically TikTok and Instagram. 

TikTok’s main target and demographic is younger audiences through creative and 
engaging content, which is key to building a loyal fan base and driving sales. As learned through 
interviews with industry professionals, TikTok is a great platform for humanizing the players to 
their audience and fanbases. Whether it is highlighting their personality through 
behind-the-scenes footage, or having the players answer questions about one another, it is 
entertaining and shows the players as actual people, not just stars of the game (Kim & Hull, 
2016). This allows the audience to resonate and relate with the player and create a sense of 
community between the team and their fans. This creation of fanbase camaraderie and 
community from social media engages fans to stay up to date on their teams’ social media 
platforms to ensure they do not miss out on interactions with the team or other fans (Lee & Na, 
2023). Successful professional sports teams utilize the unique communication aspects of social 
media to increase and maximize engagement (Holland, 2015). 

TikTok is one of the top two preferred social media platforms by 52% of our survey 
respondents aged 18 to 24. This is an opportunity to market and engage with this younger 
demographic in order to get a new, diverse audience into the ballpark. Many different trends on 


TikTok change almost daily. 
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We are aware of the content that was posted on TikTok during the off-season and during 


spring training. This content is important to post during the off-season as 55% of fans are likely 
to buy a ticket for the upcoming season if they continue to see team-related content posted 
consistently in the off-season (Maiello et al., 2020). However, we recommend that this style of 
player-driven content continues throughout the season as it will continue to put the Rockies in 
front of the fans and broader audiences. Continuing to put out player-driven content that 
showcases the team’s personality and relationships into the season will allow for continued fan 
engagement and create a sense of community that will drive fans to purchase tickets. 

An example of a TikTok trend and content that could be utilized is mic’d up footage from 
a practice, this could be a star or fan-favorite player. In terms of the Rockies, this could be 
Charlie Blackmon or Ryan McMahon. Having a player mic’d up during practice brings a 
behind-the-scenes look at who the Rockies are while allowing for that player and those around 
them to showcase their personalities. This has been on multiple professional teams TikTok 
accounts, one of the most notable being the Los Angeles Chargers. The Los Angeles Chargers 
leverage social media platforms through a combination of humor and player-oriented content, 
making them a social media superstar in the sports industry (Voth, 2023, para. 11). Furthermore, 
in an interview with Grace, they said “We definitely look at the Chargers a lot... they do a really 
really good job on social media.” This is an example of how social media teams can look at other 
organizations, even in different sports to get an understanding of what content will do well, or 
not perform well, in the current market and trends. 

Another example of a popular TikTok trend that the Rockies could take part in is the 
“Who is most likely to...” trend. This is when the social media director or intern goes around to 
different players and asks them open-ended questions regarding other members of the team. This 


allows the audience to see the team's chemistry and relationships, along with learning about the 


ROCKIES 


48 
different personalities on the team. It also adds a level of humility to the social media team as 


they get to be humanized as well through being heard on the screen. The Los Angeles Kings are 
an example of a professional sports team that has participated in this trend on TikTok. Their take 
on the trend was “Which teammate is going to break their New Year's resolution first?” This 
simple question gives an insight into how the players see their teammates and their team 
interactions when a player hears their name said. The LA Kings are a great social media team as 
they have received praise for their groundbreaking social media engagement practices at a social 
media icon awards ceremony (Armstrong et al., 2014). There are multiple ways to participate in 
this trend and keep up to date with what is currently happening or the time of year. For example, 
asking who is most likely to win in a certain Olympic event would be a relevant question for this 
summer, 2024. There are many ways to adapt a trend in different renditions to continue to 
highlight players and their personalities so that the fans can create a connection and community 
on social media platforms. 

Another immensely useful social media platform within sports is Instagram. Our survey 
results showed that Instagram is the most popular social media platform as it was a top choice for 
84% of those between the ages of 18 and 24, and 91% of respondents aged 25 to 34 also selected 
Instagram as a top preferred platform. Instagram continues to expand its tools and capabilities 
through the addition of broadcasting channels and the carousel feature, the ability to post 
multiple pictures and videos in one post. 

On Instagram, the visually appealing content will cause fans to stop, look, and engage 
with it (Colman, 2022). In the interview with Tom, they stated “The app rewards you for people 
staying on your page, and that's why carousels are more useful than just one picture... if you're 
swiping through 10 pictures you're spending more time on that specific post.” It is vital to keep 


this information in mind when curating content for Instagram. The more time followers spend on 
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your posts, Instagram will put the content at the top of the pages of more and more of your 


followers as Instagram is not a chronological-based feed. The more followers that are 
consistently seeing Rockies posts and staying up to date with the current state of the team, the 
more engagement will increase. An example of how to make a simple graphic regarding say the 
All-Star nominations and winners into a carousel would be to post the graphic as the first image 
but then have video highlights in the carousel along with hyped-up photos of the Rockies 
All-Star. This could be done with Ryan McMahon this 2024 baseball season. 

Broadcast channels are a relatively new capability on Instagram for bigger accounts, such 
as professional sports teams, to reach their followers in even more ways. As stated by Grace, “It's 
areally good way to engage with fans... a really fun way to get kind of not secret, but like 
insider information out to the fans, if they subscribe to it, it's totally free.” Fans can like 
broadcasts, comment on them, and even fill in question boxes that the team posts. This Instagram 
capability is yet another way for fans to build connections with other fans and the team. Utilizing 
broadcast channels is yet another way to continue to drive fan engagement and keep followers 
updated as to what is currently happening in the Rockies season. Refer to figure G that shows 
how you could utilize this capability to continue to engage your fans and followers in new ways. 
It highlights the question box feature and shows how fans can react to messages sent in the 
channel. It also has a custom channel named “Dinger and his Fans,” which builds fans 
connection to the team, and its mascot. 

On both TikTok and Instagram, another way to drive engagement and build a sense of 
community and camaraderie is by commenting back at fans. It has been made clear that although 
the two platforms are better designed for different content, there will still be an opportunity for 
fans to spark a conversation. This conversation will occur in the comments, and with that, the 


social media team has the ability to join in on the conversation. The tone between the different 
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platforms will undoubtedly be different. TikTok conversations will likely be more lighthearted 


and comedic, while Instagram may be a little more conversational and put-together. Either way, 
it gives the fans and audience a sense of belonging and humanization to the social media team 
and the overall Rockies organization. 

Discuss Promotional Nights on their Social Media 

In the past two seasons, the Rockies have not advertised any promotional nights through 
organic content on their Instagram page, which is the most used platform among their fans. 
While using paid and sponsored posts to promote a game can reach fans, it does not reach all the 
fans who follow the official Colorado Rockies account. Algorithms are used across Instagram for 
who should be shown the paid promotions, this is unlikely to reach all Rockies fans. Fans who 
are consistently watching baseball or Rockies content may be the only ones seeing these posts 
throughout their post or story feeds. Using organic content to promote the great promotional 
nights the Rockies have to offer has the potential to reach all of their 553,000 Instagram 
followers. 

Various teams across all US sports use their accounts on social media platforms to show 
that their athletes are more than objects moving around on the field during games. These athletes 
are great models for displaying these items on social media platforms. Not only do they present 
the promotional item, but showing a well-known player or someone who has had recent success 
will attract fans to interact with the post. Another aspect of social media that never gets seen is 
the administrators that run the accounts. Posts that include the account administrators interacting 
with the players allow the audience to see the behind-the-scenes of the players’ lives and show 
that a person is putting out the posts that they interact with every day. This adds a humility factor, 
not only to the players but to the account as a whole. It allows the followers and fanbase to create 


a personal connection with the team and all of its members. 
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McGregor Square Pregame 


An idea we created for a promotional campaign on social media is surrounding a pregame 
the Rockies could host before every Friday home game. This would allow fans to come to the 
game early and spend time before the game with other Rockies fans. This fan engagement would 
incentivize buying tickets to these Friday games which are the second lowest attended games 
behind Tuesday games (Aston, 2024). Every ticket bought for the game could include a discount 
at a nearby restaurant or concessions inside the stadium. 

With McGregor Square a block away from Coors Field, fans tend to spend time 
socializing and engaging before games in this area. However, promoting an event like this could 
incentivize fans to buy tickets for these games that they were not previously buying. People in 
the workforce are just getting off for the weekend and could enjoy a baseball game with their 
family, coworkers, or friends. This also applies to college students from local universities to 
finish up their assignments for the week and spend a night at the ballpark with their friends. 
Additionally, this event could give the older generation something to look forward to at the end 
of the week. Social media campaigns built around this event could become a widely known 
fanbase event and propel ticket sales. 

Mock-up Instagram Posts 

Below are mock-ups of potential Instagram posts to promote the upcoming Star Wars 
Day theme at the Rockies game. The mock-ups are consistent with both Instagram Story posts 
along with a feed carousel post. We believe that the theme of these posts will have a positive 
impact on ticket sales through social media through our interviews conducted and referenced the 


different aspects within the posts. 
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This would be an impactful story post as it accurately depicts the event while engaging 
the fans in regards to both the Colorado Rockies and attracting a Star Wars fan base crowd. 
Additionally, the link on the story should be created through Bitly as it then takes the user 
directly to the ticket purchasing link. It gives the Rockies the ability to track and understand the 
effectiveness of the story campaign in impacting ticket sales through social media. 

The carousel post of July Promos is something that could be utilized each month to keep 
fans in the know about what is coming up for the month at Coors Field. For example, in July, the 
Rockies had fireworks for the 4th of July, a Star Wars themed game, a baseball card pack 
giveaway, and others. All of these themes and promotions can be posted in the carousel on the 
first of each month. The utilization of a carousel post is beneficial as it keeps the followers 
attention on the post for longer periods of time than a single photo does; therefore, Instagram 


will reward the account by putting the Rockies posts at the top of their followers feeds. The 
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cover graphic being simple and to the point as to the purpose of the post, allows for fans and 


followers to go back through the Rockies account if they want to reference back to game themes 
and events. 

Within the post, having a graphic stating the social media admin’s favorite themed event 
of the month adds more humanization to the account. As stated by Jessie, “even if it's just the 
overall admin figure, it just helps drive that personality and fans were positive in their responses 
to it.” This is in regards to their MLB social media team posting on their accounts stating what 
the admin’s team favorite giveaways or events are. Also, in the Instagram caption referencing the 
Linktree in the account bio, the fans and followers will be aware and apt to click on the Linktree 


and buy tickets or see the full calendar of promotions. 
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Conclusion 


We were tasked with the following: in the digital age, social media is essential for 
professional sports organizations to engage fans, promote their brand, and boost ticket sales. For 
professional baseball organizations, such as the Colorado Rockies, it is crucial to build and 
maintain a fanbase and to continue to increase revenue. The Rockies aim to increase ticket sales 
by optimizing their social media platforms through effective content and campaigns. Our goal 
while conducting primary and secondary research was to assess the impact and influence of 
social media on ticket sales for the Colorado Rockies. We identified the most impactful social 
media platforms, along with content and campaigns for high sales conversion and engagement 
rates. 

All things considered, regarding the strategic use of social media for the increase of ticket 
sales for the Colorado Rockies, our research has found that there are three ways to enhance and 
better engage the audience: by making the ticket purchasing process through social media more 
accessible, target age demographics with social media purchasing propensity, and discussing 
promotional nights on the different social media platforms. 

Our secondary research was beneficial in understanding what social media is and how it 
is used in sports, specifically baseball. It also allowed us to learn more about the relationship 
between social media and ticket sales. Through this research and understanding of the 
differences in social media platforms and their main user demographics, we were able to focus 
our primary research on best practices along with targeting the Colorado Rockies fan base. 

Our primary research gave a great understanding of both the Colorado Rockies fan base 
and an insight into the professional sports social media industry. We gained an overwhelming 
insight into the Rockies fan demographic and their social media tendencies. With the survey 


results, we were able to ask direct questions to our interviewees regarding their social media 
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practices and how they best create content and campaigns for multiple different social media 


platforms. These interviews greatly influenced our recommendations as they corroborated what 
we learned while completing our literature review, specifically the importance of ticket 
accessibility, targeting the correct audience on each social media platform, and keeping the 
followers and fans aware of what is going on in the organization. The survey we completed 
allowed us to make our recommendations as specific as possible to the Colorado Rockies fan 
base and social media tendencies. 

The goal of our research, both primary and secondary, was to answer the overarching 
question of “How can social media be used to increase ticket sales for the Colorado Rockies?” 
This central question guided our specific research questions (1) How are different social media 
practices being utilized effectively by baseball teams? (2) In what ways are baseball teams 
successfully utilizing various ticket sales strategies? (3) How is social media effectively 
generating ticket sales across baseball? These were a specific and purposeful guide for our 
literature review. Our survey and interview questions were guided by the need to answer our 
research questions as completely and as thoroughly as possible. We believe we did this by 
conducting multiple interviews and surveying over 230 people in the Greater Denver area. 

We believe that our recommendations: (1) Making ticket purchasing through social media 
more accessible (2) targeting age demographics with social media purchasing propensity (3) 
discussing promotional nights on the different social media platforms, will be beneficial to the 
Colorado Rockies organization. Following our extensive research, we have concluded that these 
three recommendations will yield an increase in social media fan engagement, which has a 
strong direct correlation with increasing ticket sales and revenue from social media platforms, 


such as Instagram and TikTok. 
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Appendix 


Interview Protocol 


Thank you again for agreeing to participate in this informational interview! As a 
reminder, your information will be kept confidential and you will be de-identified in our final 
report. Do you mind if we record this interview for transcripts so we can convey the information 
accurately in our final report? 


Do you have any questions about our project before we get started? 
1. Can you introduce yourself and tell us a little more about your position with ? 
2. Can you tell us about how your team uses social media to engage with fans? 
a. Which social media platforms have you found to be most successful? Why? 
b. Least successful? Why? 
c. What feedback have you received from fans about your social media? 
3. What are your demographic trends when it comes to engagement on social media? 
4. Have you witnessed a change in ticket sales from your social media? 
a. Ifso, how? 
b. Which of the social media platforms are most and least successful? 
c. What style of content or campaigns are most and least successful? 
What are your demographic trends for ticket sales? 


Nn 


6. What other baseball teams do you believe have strong social media campaigns? Why? 
a. What about other professional sports teams? 

7. What are the biggest challenges for when it comes to social media? 

8. What are the biggest challenges for when it comes to ticket sales in general? 

9. In your opinion, what are some best practices for social media and ticket sales? 


10. What is the future of ticket sales and social media in sports? 
a. Baseball specifically? 
11. Is there anything else you’d like to share with us about your social media and ticket 
sales? 
12. Is there anyone else in the field you could refer us to for this project? 


Thank you again for taking the time to share your expertise and experiences with us! 
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Survey Protocol 


1) 


2) 


3) 


4) 


5) 


6) 


7) 


8) 


9) 


Are you on social media? 
a) Yes 
b) No 
What are your top 2 most used social media platforms? 
a) Facebook 
b) Instagram 
c) Twitter 
d) TikTok 
e) Snapchat 
f) Other: 
With those platforms, do you follow the official Rockies account? 
a) Yes 
b) No 
How often do you see Rockies posts on social media? 
a) Never 
b) Rarely 
c) Sometimes 
d) Frequently 


Have you ever purchased a product or experience through a social media channel? 
a) Yes 
b) No 
Have social media posts from the Rockies ever impacted your decision to purchase 
tickets for the games? 
a) Yes 
b) No 
How accessible is purchasing Rockies tickets from Rockies social media platforms? 
a) Very accessible 
b) Somewhat accessible 
c) Neutral 
d) Somewhat inaccessible 
e) Very inaccessible 
Would you be more inclined to purchase tickets from social media if the Rockies had a 
link on their platforms that redirects you to their website? 
a) Yes 
b) No 
c) Maybe 
What would you like to see more of on your feeds from the Rockies social media 
platforms? Select all that apply. 
a) Informational content (game-centric scores, graphics, game highlights, or lineups) 
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b) Dynamic content (video edits, players doing viral trends, influencer 
collaborations) 
10) What age group do you fall under? 

a) 18-24 

b) 25 - 34 

c) 35-44 

d) 45-54 

e) 55+ 


Thank you for taking the time to complete our survey! 
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Figure A 


*2024 average win totals updated as of July Ist, 2024. 


[Data attributed to Baseball Reference, 2024] 
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Figure B 


*2024 average attendance totals updated as of July Ist, 2024. 


[Data attributed to Baseball Reference, 2024] 
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Figure C 


[Data attributed to BOS Rockies - Sales Greater Denver area social media survey, 2024] 
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Figure D 


[Data attributed to BOS Rockies - Sales Greater Denver area social media survey, 2024] 
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Figure E 


[Data attributed to BOS Rockies - Sales Greater Denver area social media survey, 2024] 


ROCKIES 


DYNAMIC CONTENT PREFERENCE - 
ROCKIES 


84% 


YOUNGER OLDER 18-24 25-34 35-44 45-54 90+ 


Figure F 


[Data attributed to BOS Rockies - Sales Greater Denver area social media survey, 2024] 
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inbox and you'll be able to receive notifications. 


Figure G - Broadcast Channel Mockup 
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ROCKIES SALES - Kamran Ali, Owen Gilick, Adaya Richmond, Gabriella Drnevich, Jackson Williams 


Purpose Statement: The purpose of this research is to assess the impact of social media on ticket sales for the Colorado Rockies, 
identifying the most effective social media campaigns, platforms, and content for high sales conversion and engagement rates. 
Problem Statement: The Colorado Rockies would like to improve their social media practices to maximize their ticket sales and fan 
engagement. 

Central Question: How can social media be used to increase ticket sales for the Colorado Rockies? 
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Figure H - Visual Map 
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